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A landscape nursery operation can be defined as a business that 
derives the major portion of its income from landscape activities such 
as: planning, installation, construction, and maintenance, It is a 
distinct type of business, although it is often carried on in connection 
with other nursery.operations (26, 30), 
The value of production of.all horticult~ral specialities in the 
United States increased 14.6 percent from 1959 to 1964. The value of 
nursery products sold in the United States in 1959 was $198,900,538.00 
compared to $240,127,822.00, the amount sold in 1964. This represented 
a 20;7 percent increase (37). 
Total sales of all horticultural specialities in Oklahoma in 1959 
was slightly over 6 million dollars, this compares with a value of 
$3,851,872 in 1949 (38). The total sales of nursery products (trees,. 
shrubs, vines, and ornamentals) in Oklahoma in 1964 was $3,420,600 com-
pared to $1,004,167 in 1954 (39). 
Many problems are involved in conducting a successful landscape 
nursery operation. The work reported herein represents.an initial 
industry study of landscape nursery operations in Oklahoma.relative to 
the amount of sales, size of business, servic~s performed, labor 
requirements, and methods of manage~ent used in their operations. 
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The objectives of the study were to provide a clarification and 
analysis of: 
(1) the nature of landscape nursery operations in Oklahoma, 
(2) business management practices followed by Oklahoma landscape 
nursery operators, and 
(3) special problems of Oklahoma landscape nursery operations 
which might be more intensively studied in the future. 
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CHAPTER II· 
REVIEW OF LITERATURE 
The past decade has been a period of rapid expansion in the United 
States for those who retail ornamental plants. Residential dwellings 
have been constructed at a rate in excess of one million units per year 
(17). This has created a tremendous demand for nursery products. 
Additional impetus has been provided by a trend toward more outdoor 
living and leisure time as well as increased appreciation of landscape 
developments. 
Purchase of nursery products have also increased due.to increase 
in consumer income. Nursery products have, what the economist calls, 
high income elasticity; that is, purchases expand rapidly as consumers' 
real income.increases and conversely, decrease as income decreases (34). 
The growth and prosperity of the horticultural speciality industry 
ultimately rests upon the strength, nature, and direction of t}:le con-
sumer demand, and the ability of the industry to satisfy this demand 
(5) . 
The Horticultural Research Institute concluded tha1:, "the single 
most vital aspect of any business, nursery or otherwise, is the cus-
tomer. Knowing and targeting on the best potential cust9mer will more 
favorably influence sales volume and thereby reduce unit overhead 
costs." (10) 
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Padgett and Aaron (22), in a study in Georgia, stressed the fact 
that any business, selling its products or services to a particular 
group of people can be much more·effective if it knows something about 
the behavior of potential customers. 
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A study of Raleigh and Smith (31) in Delaware revealed that home~ 
owners who use drawn landscape plans tend to spend more on landscaping 
than owners without drawn plans. Only slightly over one-quarter of the 
homeowners interviewed considered economic value as the most important 
reason for landscaping. Possibly, nurserymen should stress this reason 
for landscaping more often. in· their promotions. · 
A Pennsylvania study (15) revealed several reasons why homeowners 
make ornamental plantings. The most important reasons were that orna-
mental plantings add beauty, are necessary to complete the home, and 
increase the value of the property· Other reasons were that trees and 
shrubs provide shade and privacy and that homeowners like to work with 
them. 
The study also revealed obstacles that cause homeowners to post-
pone and not complete landscaping or limit their desire for full plant-
ing. These factors include cost and prices of materials, time or con~ 
cept of time involved in landscaping, and lack.of knowledge concerning 
various aspects of landscaping. 
Socio-economic aspects were focused upon in a Pennsylvania study 
by Bylund (4) and in a New York state study by Nyberg (19). They found 
that: (1) higher value homes tend to be better landscaped than those 
of lower value; (2) no statistical difference was found in level of 
landscaping and education of either husband or wife; (3) the respondents 
with well-landscaped houses were older than those with poorly landscaped 
houses; (4) owners of well-landscaped homes more frequently tended to 
have no children than owners of poorly landscaped homes. 
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One _study (4) also revealed that social aspects such as direct so-
cial pressure, self consciousness about landscapi_ng, and the i~age cre-
ated by landscapi_ng also has effects on a l!ll:!,jori ty of the respondents. 
The matter of:pride in appearance of one's home is the least fully 
exploited motivation for landscapi_ng as reported by the Horticultural 
Research Institute, .Inc. (10). 
The study by Bylund ( 4) also showed that _ lack of knowle:dge or in-
security was a major deterrent in increasi_ng the use of plant material. 
Historically, nurserymen are reluctant to increase prices. Nur-
serymen agree that higher prices are needed not merely to keep up with 
rising costs, but to insure a reasonable profit. In spite of the over-
whelmi_ng evidence to the contrary, many nurserymen still believe that 
they cannot increase prices because "the customer will not pay any 
more. 11 Nurserymen who have raised prices recently report that there 
have been no appreciable unfavorable customer reactions (28). Further-
more, the Horticultural Research Institute states that "price as a pur-
chase appeal is not uppermost in the minds of the customer (11). 
A Georgia survey (27) pointed out reasons why people choose a par-
ticul~r garden center to purchase from. The reasons are: 
Plant quality 
Line of products ..•.•...•. 
Location .. 
Price 
Professional assistance ... 
Store layout . 
Dependability 
- Other " .... 









Note that price is far from bei_ng the most important consideration, in 
fact,_55 percent placed other values ahead of it. 
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In another Study by the Horticultural Research Institute (10), 
reasons were given why people bought their last purchases where they 
did, rather than from another establishment. Thirty-one percent of the 
replies related to the purchase being made there because they "passed 
by" or it was "near-by" or "convenient." These responses far out-
numbered the 17 percent who bought because of "price" or "special sale 
or trading stamps." Other reasons given were: 
Recommended to me 
Advertisement 










The study also revealed that 10 to 16 percent of purchasings are 
done on impulse, stressing the importance of displays and opportunities 
to browse. 
The same study shows without a doubt that there is general con-
fusion in the minds of homeowners as to what a "nurseryman" really is . 
Ten percent believe that he is a "field hand", 11 percent believe he is 
a florist and 31 percent think, among other things, of a nurseryman as 
a gardener. Only 73 percent thought of a nurseryman as a plant grower, 
53 percent as a landscaper and only 38 percent as a garden center 
operator. Sixty-two percent responded with "plant salesman." 
It is interesting to note that the study revealed that the public 
indiscriminately lumps together wholesalers, landscapers, garden center 
operators, managers of sales yards and agents, all as "nurserymen." 
A study by Conklin (6) in Portland, Oregon revealed that 72 percent 
of nursery stock purchased was from retail nurseries, with lesser 
amounts from other types of outlets. Garden supply stores led in the 
sale of fertilizers, pesticides, and allied products . Department, 
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hardware, and variety stores sold one-half of the tools purchased. 
Another fact brought out by the study was that owners of newer 
homes made half the purchases and made larger average purchases; how-
ever, owners of older homes though more numerous made up the other half. 
Favor, (8) in a study on sales promotion, pointed out thatnursery-
men should make a thorough analysis of the product, the market, and the 
organization or business prior to planning a sales promotion program. 
His study revealed that there were two distinct methods of selling: 
external; and internal. External selling is designed to get the cus-
tomer in the nursery; internal selling seeks to have him buy once he 
has arrived rather than going elsewhere and to have him return for sub-
sequent orders . External selling techniques include display advertis-
ing (newspaper, yellow pages, etc.), direct mail advertising, radio and 
television advertising and publicity such as public speaking and publi-
cations. Internal selling involves the sale of nursery plants and 
products through clean and attractive facilities, customer information, 
product displays, signs, labels, and tags, special sales and contests, 
and the offering of premiums. 
Several sources (25, 26, 36) point out the i mportance of well land-
scaped grounds near the retail sales area and attractive weed-free 
nursery stock beds . They feel that these practices are the nursery's 
best form of advertising. 
Displays and display areas (13, 14) have also proved to be very 
good forms of advertising for the purpose of increasing landscape busi-
ness. It is important, however, that the displays be changed periodi-
cally and that they be kept seasonal . 
Some of the suggestions given by homeowners to nurserymen for im-
proved marketing of horticultural specialities include: more reliable 
service, salesmen calling at homes, improved replacement policies for 
plants that die, and providing programs that help guide homeowners in 
landscape planning (5). 
A study conducted in the Eastern section of the United States (32) 
revealed that many firms did not have adequate records necessary for 
knowledgeable and profitable business management. The researchers 
recognized that record keeping was time consuming, but concluded that 
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a successful business must have complete records for income tax pur-
poses and as an aid in determining how costs may be reduced and returns 
increased. 
The study also showed the need for a set of grades and standards 
sufficiently descriptive so that nurserymen could purchase nursery 
stock by grade rather than by personal inspection. 
About two-thirds of the retailers in the study applied at 100 per-
cent markup of wholesale catalog prices to their cost of production in 
arriving at their retail prices . One-fourth of the firms used more 
than 100 percent markup . 
Another area of the study showed that most nurseries have a wide 
variety of plants available. This variety of material makes a program 
of consumer education a difficult but necessary job. 
A study by Knight (16) regarding management and marketing 
practices of Tennessee nurserymen revealed the following seven possible 
ways of increasing profits through: (1) more and better advertising; 
(2) educational and promotional campaigns; (3) maintaining quality stan-
dards; (4) stabilization of prices; (5) elimination of irresponsible 
dealers; (6) observing ethical standards; (7) developing new varieties 
and improving old ones. 
The same study showed that shortage of labor was one of the major 
problems. Another problem revealed was the need for a better record 
keeping system. 
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Smith (35) also emphasized the importance of pri cing by stressing 
the use of a cost record system for determining adequate selling markups. 
He pointed out three cost groups: cost of sales; overhead costs; and 
equipment costs. Each of these costs have variables and risks which 
should be taken into account when determining markup . 
A study on the seasonal demand for nursery products pointed out 
that there appears to be three possible solutions to the problem: (1) a 
manager may close the business during periods when variable costs cannot 
be adequately covered; (2) sales promotion techniques may be employed 
in an attempt to change current seasonal demands for products ; (3) new 
product lines may be merchandised that will "even out" the seasonal 
sales pattern. A case study in a Georgia garden center proved success-
ful i n solving problems of seasonality by adding product lines that 
would compliment plant items. (21) 
The "full line" of products handled and services rendered by the 
case study garden center resulted in a business operation that could not 
be considered highly seasonal even though each of the individual items 
merchandised was generally a seasonal item. 
Metz and Gully (17) reporting on 212 New York state nursery stock 
retailers revealed that most retail nursery outlets combine other enter-
prizes such as plant installation and landscape accessories to minimize 
the effect of seasonality of business. About two-fifths of the firms 
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received less than 50 percent of their income from nursery products. 
Three out of five retailers in the study stated that they had no 
important marketing problems . Among the balance of the retailers, qual-
ity was the most frequently mentioned problem. Competition was also 
considered a problem. The average annual gross income for the retailers 
in the study was $55,000. One-fifth of the firms accounted for over 
one-half of all the sales. 
W. R. Davidson (18) states, "too many nurseries are still oriented 
to the trade; in this case, growing plants, rather than to sound retail 
business principles. Much more attention should be given to store lay-
out, display, and pricing. 
A study conducted by Pease (24) showed that distribution of free 
literature about ornamentals probably increases good will among old 
customers as well as attracting new customers. Information of this 
nature is appreciated by middle and high status areas . The literature 
should be brief, well written, timely and preferably a product of the 
nurseries own efforts. 
The mailing of consumer educational material has shown a definite 
increase in business for an eastern firm (1). Examples of educational 
materials used are: (1) how to buy nursery stock; (2) what, when, and 
how to fertilize; (3) proper watering techniques. 
In the study by Pease (24), it was found that a free landscape 
sketching service exerted considerable impact upon homeowners: if it is 
limited to owner-occupants; if homeowners are generally in high status 
areas; and if homeowners take the initiative to make specific appoint-
ments . The chief impact of such service is to change intent to action, 
perhaps influencing homeowners to choose a professional job instead of 
a "do-it-yourself" job. 
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Another promotional program study was conducted in the Northeastern 
region of the United States (12) . The study revealed that promotion 
was most effective in stimulating inquiries about landscaping when 
directed to owners of relatively unplanted homes. Homes located in non-
metropolitan cities where economic conditions were not depressive also 
stimulated more inquiries. However, the promotional program did not 
produce a significant change in the attitudes of a large percentage of 
the homeowners regarding landscaping or toward nurseries as a source of 
ornamental products . 
Several homeowners participating in Raleigh and Smith's study (31) 
criticized nurserymen for having sales personnel who were relatively un-
informed about the plants they were selling. The researchers indicated 
that a good training program, year-round employment of trained workers, 
and the hiring of college students may help alleviate this problem. 
Several important points for consideration were reported by 
Sorensen (34) concerning a study conducted in Texas . (1) Consumers of 
nursery products rely on nurserymen for accurate information conce~ning 
ornamental plant material in preference to other sources . (2) Nursery-
men rely heavily on oral instruction to provide information to the con-
sumer. New or unfamiliar· terms, names and materials can be forgotten 
or misunderstood unless recorded; thus printed instructions are a 
necessity. (3) Women customers are important to the nurseryman, since 
they are involved in 75 percent of the sales. (4) More education and 
understanding is needed concerning the services available for landscap-
ing a home. (5) A portion of the population would use extended time and 
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credit to landscape a home. Consumers and nurserymen both need more 
information and education about loans available for residential land-
scaping. 
A study by Pease (23) revealed that people feel a need for more 
information about plants and they believe that nurserymen could best 
improve their service by supplying this material . The study also indi-
cated that customers would patronize a store if it provided necessary 
information even if the prices were slightly higher . Becker and 
Poorbaugh (3) pointed out that, in addition to its usefulness to cus-
tomers, displays of more complete information about individual plants 
could help sales personnel with limited experience become more effective 
in advising customers on plant selection . 
In another study in New York state, Goodrich (9) found that avail-
ability of information materials in the form of plant tags, bed markers, 
and pictorial posters, had no discernible effect on current shrub sales. 
The study concluded that the value to nurseryman of providing such plant 
information, therefore, lies in improving the image of the nursery, over 
the long run, and of mai ntaining and increasing the satisfaction of the 
customers . 
A survey in Georgia conducted by Padgett (2)) indicated that the 
nursery industry should endeavor to provide the consumer with educa-
tional material concerning quality identification of plants. The 
researcher stated that "this should improve the competitive position of 
the reliable retail nurseryman with firms offering apparent bargains in 
plant material, usually low quality merchandise. 11 As in other studies, 
the survey also indicated that the consumer public needs more technical 
information on fertilizers, insecticides, and other allieg_ supplies . .... ,,:. 
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Upgrading service was the theme of a Missouri meeting held i n 1966 
(33). The talks focused on charges for the nurseryman's time for such 
things as consultation. "We must be compensated" was the general state-
ment of the nurserymen . 
Other talks centered on meeting the needs of the industry for 
trained personnel. These points were brought out: (1) young qualified 
people must be offered suitable incentives; (2) vocational training pro-
grams must be expanded and improved; (3) a more effective means of 
counseHng high school students must be developed regarding opportuni-
ties in the industry. 
In connection with the need for trained personnel, Pi nney (29) 
states that "the biggest problem in the nursery i ndustry today is short-
age of labor. The only solution to the problem is to pay wages as high 
as other industries competing in the same labor market . In order to do 
this, nurseryman must get more for their products and services." 
Others (2, 16) also stressed the fact that there were not enough 
qualified people to fill the needs of t he industry . They also pointed 
out that upgrading of wages and other benefits are needed in order to 
present a good "marketplace" image. 
CHAPTER III 
METHOD AND PROCEDURE 
In June, 1968, personal interviews, with the assistance of a pre-
pared questionnaire (see appendix pages 44i 45, 46, 47) were conducted 
with 12 landscape nursery operators in Oklahoma. 
It was concluded that personai interviews would be most desirable 
for the fc;>llowing reasons: (1) permit·more·rigid control of·the sample 
of respondents; (2) permit the use of questions of a wider scope and of 
a more complicated nature; (3) results may be obtained quickly; 
(4) possible for the interviewer-to observe the _operation; (S) it was 
thought that operators would be more willi_ng to an!?wer- questions in 
more detail; (6) no follow-up is required; (7) causes.for attitudes are 
not as difficult to obtain. 
Since construction of the questionnaire was essentiai to the sue-
cess of the study, questionnaires used in other research projects were 
studied to aid in preparation of questions. 
It was considered important that each operator be assured that no 
information received through.the questionnaire interview be individually 
identified, but rather would.be used in collected form. In order to 
assure operators of this intention the_title of the questionnaire was 
"Confidential Questionnaire _For Landscape Nursery Operations," 
' . 
The questionnaire .was revie~ed by faculty members of the Department 
of Horticulture and s_uggestions for improvement were made: After-. 
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revision,· it was .again. given to the members of the department for review-
ing and final approval. The questionnaire was then submitted to and 
approved by officials of the Oklahoma State Nurserymen's Association. 
A letter of introduction was prepared to accompany the question-
naire (see appendix page 43 ). The letter introduced the interviewer 
and explained the nature of the study. It also emphasized that the 
information collected would be held in confidence. 
Twelve landscape nursery operations which were tho.ught to be a 
representative sample were selected from a list of nursery operations· 
compiled by the Oklahoma State Board of Agriculture. The information 
collected was compiled andused to obtain the results of the study 
shown in. the fallowing chapter. 
CHAPTER IV 
RESULTS 
Of the twelve nursery operations surveyed, ten were used in the 
study. Two were not used because they were considered atypical of the 
landscape nursery operations being studied. The ten nursery operators 
answered all questions except where noted. 
Since many of the businesses surveyed varied in number and kinds 
of services which they offered to the public,, the first que$tion. asked 
was "What services does your business encompass? Please note approxi- · 
mate percentages for each." The·averages and ranges for the.services 
listed are shown in Table I. 
It was found that most nursery operators choose to combine land-
scape planning and landscape installation services. They also choose to 
combine retail.nursery sales and garden. center sales, 
Ten operators answered questiOJ?. 2 which was "How many full-time 
personnel does your. business employ?"·. The total employment for the ten 
operations was 55 with an average of 5,5 each and a.range of 2.to 12, 
When operators·were asked to estimate their division of labor according 
to the services listed in Table I, only seven were able to do so fully. 
Tab le .. II shows the aver.age and ra.nge for the breakdown. of labor for 
various services performed. 
It is interesting to .note that .an average of 44. 3 percent of. ' . . 
employee time is spent on retail nursery and. garden center sales. This 
indicates that these phases of the total operation are relatively time 
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TABLE I 
SERVICES BUSINESS ENCOMPASSES-AVERAGES AND RANGES 
OF PERCENTAGES FOR SERVICES LISTED 
Services 




Retail Nursery sales and 









1oamage estimates and wholesale sales 
Ran_ge 
20 - 70% 
2 - 35 
0 - 24 
5 75 




FULL~TIME PERSONNEL - DIVISION OF LABOR, AVERAGES 
AND RANGES OF TIME SPENT 
ON SERVICES LISTED 
Services Average 
Landscape Planning 37.14% 
Landscape Installation 
Landscape Maintenance 14,28 
Landsc~pe ConstruGtion 4.28 
Retail Nursery Sales 










consuming. Ways should be initiated to reduce the time required to pro-
vide these services. 
Nine nursery operators answered question 3 as to "What do you esti-
mate your total amount of extra hired help (in man hours) used to cover 
peak work periods.to be.(selling, maintenance, etc.)?" The total man 
hours used by all operations was 27,492 hours with an average of 3,055 
hours each and a range of 300 to 7,200 hours. 
All ten operators answered part a, of question 3 which was "What 
is the estimated w.age rate per hour for this extra help?" The average 
rate paid was $•L 38 per hour and the range was $1. 25 to $1. 65 per hour. 
Some of the operators indica~ed that they have had to raise their wage 
rates recently in order to secure adequate extra help. 
Question 4 was "What do you estimate your 1967. gross income to be 
from your business? Estimate percentages attributable to services 
listed in Table I. 11 The average gross income for the ten operations 
was $78,000 with a range of $30,000 to over $100,000. Four businesses 
had gross incomes of over $100,000, two had gross incomes between 
$75,000 and $100,000, two between $50,000 and $75,000, and the remain-
ing two had gross incomes between $30,000 and $50,000. The· averages. 
<jlild rctnges of percentages attributable to the services listed are shown 
in Table III. 
Question 5 read "What do you estimate your net income. in 1967 to be? 
Estimate percentages attributable to services listed in Tably I." The 
average net income was $10,300 and the range was from below $3,000 to 
over $15,000. Two businesses had.net incomes over $15,000, three had 
between $10,000 and $15,000, one each had between $9,000 and $10,000; 
$8,000 and $9,000; $5,000 and $6,000; $4,000 and $5,000; while one hada 
TABLE III 
ESTIMATED GROSS INCOME - AVERAGES AND RANG~S OF 






Retail Nursery Sales 


















net income below $3,000. The averages and ranges of percentages. 
attributable to services listed.are shown in Table IV. 
It is of .interest to note some of the comparisons of average per-
centages of services business encompasses, labor used for services, and 
gross and net incomes derived from services listed. Shown in Table V 
are the~e comparisons. 
Questicm 6 asked "Do you-propagate or grow plant material to .be 
sold in your retail business?" Nine operator~ answered yes and one 
answered no. Part a. of the question asked "If .so, what percentage of 
total sales?" The average percent. grown or propagated was- 20 .2 percent 
and the range was 2 to 75 percent. 
Seven operators.indicated that they employ a. landscape designer 
while 3 do not. Of the 7 who do, 6 of these were the.owners of the 
business and 1 was hired at a· bas.e wage plus a commission of 5 to 7 
percent of, total job sales. · (Question 7, appendix page 45 ) . 
Question 8 asked "Does your business provide for the drawi_ng of 
landscape plans?" All ten operators-answered yes, although some indi-. . 
cated that they merely drew sketches or contacted a private landscape 
designer to work on a commission basis. Part a. of the same question 
asked "Is there a charge for this service if the plant materials are 
purchased from you?" One operator answered yes.and 9 answered no, how-
ever, all ten operator~ stated that there was a charge for this service 
if the plant materials were purchased elsewhere. Some-of the charges 
mentioned by the operators were. 7 percent of the total job, 6 percent 
of the.total job, 1 to 5 percent of the totc!-1 job, $7.50 per hour, 
$60.00 minimum ch~rge, $200.00 to $750.00, a~d $3s.go to $75.00. These 
charges varied greatly since the size of the project and the.extent to 
TABLE IV 
ESTIMATED NET INCOME - AVERAGES AND RANGES 
OF PERCENT ATTRIBUTABLE 
Services 




Retail Nursery Sales and 
Garden Center Sales 
Other1 


















COMPARISON OF AVERAGE PERCENTAGES OF SERVICES ENCOMPASSED, 
LABOR USED, AND NET AND GRQSS·INCOME 
DERIVE[) FROM SERV-ICES LISTED .. 








Garden C~nter Sales 
Other2 
Avg. Services .. · Avg~ Labor-r 
Business Encomp, Used For 
Services 
41.8% 37.14% 




100.00% 100.00 · 
1 7 operators responded 
2Damage estimates and wholesale sales 





















which the plan was developed also varied considerably. For example 
the $35.00 charge might be a simple residential sketch, whereas the 
$750.00 charge might include complete detail plans, plus construction 
plans, topographic survey, and grading plans for a large commercial 
firm. 
All ten nursery operators answered the question "What do you esti-
mate your percentage markup to be on retail landscape nursery stock?" 
With the question, an explanation of markup was included, in order that 
markups could be standardized. (Question 9, appendix page 45) . The --
averag~ percent markup was 160 and the range was from 100 to 250. 
---------~ ---- - - ----- It is 
interesting to note that operations with gross incomes of over $100,000 
had an average of 150 percent markup, 10 percent lower than the overall 
average of 160 percent. 
Question IO asked "What do you estimate your total capital invest-
ment in your business to be?" This excluded land because of variation 
in value. For the 9 respondents, the average was $53,444 with a range 
of $14,000 to $75,000. Those operations having the greatest gross 
income proved to have the greatest capital investment. 
All operators reported having delivery services; however, they 
varied greatly both in distances and minimum purchases required for 
free delivery. Nursery operators reported maximum distances for free 
delivery of 5, 7, 10, and 15 miles. Minimum purchases required for the 
free delivery mentioned above were $2, $3, $5, $7.50, and $10. 
In most cases, all nursery operators charged for delivery if the 
distance was extended beyond those mentioned above. Charges by 
operators were 20, 35, and 45 cents per mile one way and 6, 10, and 20 
cents per mile two ways. Other charges mentioned were $5 and $10. 
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Question 12 was, "What percentage of your business do you estimate 
to be cash? Credit?" The average cash business was 46.5 percent and 
. ~
the .range was from~~t. The· average credit business was 
53.5 percent with a.range of 20 to 95 percent, Part a. of the question 
asked "What· credit terms do you offer?'' Most often mentioned was a 
30-60-90 day plan. Other terms mentioned were 4 months-6 percenJ 
interest, 60 days-I percent per month, 60 days, 90 days, and.one-third 
and one-fourth down. 
Question 13 asked the operators "What is the total number of hours 
that your.business is open each week?". Ten operators answered and the 
average was 59. 8 hours per week with a range of from 48 to 80 hours per · 
week. Six·operators did not open on Sunday, one was open one-half day, 
one was open on Sundays only during the busy.seasons, while two indi-
cated.theiroperatiQns were open all·day on Sundays. 
All operators answered the question "What method(s) of record keep-
ing do you use?'' (Question 14, appendix page 45 ) , E.ight indicated. 
that they.kept their own.books while two said that they employed a 
bookkeeper.. Nine operators replied that they employ an accountant on a -
part~time basis while one did not. 
Questions ·15 and 16 related to populations of.towns/cities and 
trade areas. There was no relation between population and income,· All 
businesses were located in areas where populations could support them. 
The trade ·. areas varied greatly, from sections of ci tie~ to large sec- . 
tions of the state, .depending on tQ.e geographic location of the opera-
tion. 
"How long have you be~n in business?" was question 17. The average· 
was 14·year 
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relationship between number of years in business and income. ~~~· --
Operators were asked "What types of customer information do you 
use?" (Question 18, appendix page 46 ). Eight said they used bed mar-
kers to identify plants and 3 said they used landscape displays. Other 
things mentioned were 11 how to plant" and other commercial pamphlets. 
The other catergories, plant packets and landscape panels, were not men-
tioned. The operators were also asked "Do you consider these effective 
for better customer relations? Increased sales?" Eight replied in the 
affirmative to both questions. 
Question 19 asked the operators "Could you utilize customer inform-
ation ideas (landscape panels, bed markers, etc.) for better customer 
relations?" Nine operators answered yes and one replied that he did 
not know how he could use them. 
All ten operators responded to the question "What are some of the 
major problems which you encounter?" A list of possible problems fol-
lowed the question. (Question 20, appendix page 46). The percentages 
of operators replying yes to the problems listed are shown in Table VI . 
Other problems mentioned by operators were inadequate operating capital, 
lack of people who want to work, licensing program for landscape de-
signers and poorly informed public. 
Question 21 asked "What do you estimate your yearly expense for 
advertising to be?" The average was $1,950.00 and the range was from 
$300.00 to $4,000.00. Shown in Table VII are the averages and ranges of 
percentage spent for advertising media categories. 
/operators were asked "Do you think a promotional program which 
offers free information and advice would change customer attitudes 
towards landscaping?" Eighty percent of the operators replied yes and 
20 percent replied no. 
TABLE VI 
PROBLEMS ENCOUNTERED BY NURSERY OP~RATORS - PERCENTAGES 
REPLYING YES TO CATEGORIES 
Cat_egories 
Lack of trained personnel 
Poor customer relations 
Poor. facility des.ign (grounds, beds, etc.) 
Seasonality of enterprise 
Nursery stock losses 
Nursery stock quality 
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~ estion 23 asked the operators "Do you have a training program 
for employees?" One operator replied yes to the question and 9 replied 
no. The nine operators that replied no said that they do have informal 
"on the job" training. 
~ uestion 24 was "Were your facilities and grounds designed for 
your specific type of business?" Seven operators replied yes and 3 
replied no. Refering back to Table VI, it is interesting to note that 
50 percent listed poor facility design as one of their major problems. 
~ 11 operators answered yes to the question "Would design layout 
plans or ideas help you plan expansion or re-design of your facilities 
and grounds . '' 
~ e next question asked "What do you think of landscape displays 
for increasing customer understanding of uses, beauty, and importance 
i 
of landscaping?" (Question 26, appendix page 4 7). All operators 
favored the use of displays; however, some indicated that lack of space 
was the biggest obstacle to their use. 
0 11 operators replied yes to the question "Do you think aestheti-
cally pleasing grounds and bed design would help plant sales?" 
~ fin~l question asked "Do you feel that offering the use of 
your grounds or sales yard as a study area for community organi zations 
would be worthwhile financially as well as provide a public service?" 
All ten operators answered yes. 
CHAPTER·V 
DISCUSSION AND CONCLUSIONS 
The survey of O~lahoma landscape nursery operations presented in. 
Chapter IV ind~cates that considerable employ~e time was used for retail 
nursery and garden center. sales in r~lation to. income.. It is believed 
that the time requirement could be reduced.if more'cu~tomer·information 
devices were used. Information in the form of plant labels, bed 
markers, and educational literature could be used very effectively in 
answering many customer questions rather-than by verbal-communications. 
In this way, less employee time would-be spent per customer on matters 
such as price, plant na.p1es, etc. Many surveys show that more informa-
tion is desired by the consumers and tha~ nursery.operator~ could best 
improve their servic~ by offering it. 
Better.record keeping practices should be initiated to identify 
employee tim~ spent on-different service~ tha~ the business offers to 
the public. Complete records should be kept on how much of the gross. 
and net income is deriveq from these different services. If records 
were kept for at least one complete season, it would be possible to 
more correctly identify which segments of the total operation constitl!-te 
profit or loss to the business. 
This survey confirms the fact that a major problem of landscape· 
nursery operations in Oklahoma is the lack of trained employees. To 
cope with this problem, the nursery industry must raise wage·standards 
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to compete with other industries. This, no doubt, would require either 
an increase in efficiency and/or an increase in price for materials and 
services sold. Nurserymen as a general rule appear to be,reluctant to 
increase prices; however it appears that this must be done,to keep up 
with risi.ng overhead costs, . material costs and wages. 
Traini.ng programs prior to rush periods , should be initiated to 
alleviate the problem of inadequately trained employees. The survey 
revealed that all .. businesses had informal "on the job'' traini.ng; , however 
none hcild formal training sessions for neworinexperienced personnel. 
Seasonality of busiQess is another major problem of Oklahoma 
nursery operations. To some extent, the problem can b~ alleviated by 
bringi.ng in new product lines and services. Items and services such as 
maintenance work, prun~ng, _Christmas tree sales; pet supplies, gift 
' . ' 
items, patio supplies,and house plants could be utilized to minimize 
seasonality, The problem of low .sales volume will no doul;>t continue 
through certain winter months, _but this time period could be.used to 
prepare for the spring rush season .. 
Many operators in the survey listed facility des.ign as· a major 
problem. Proper design.and layout of facilities and grounds could help 
relieve problems such as parki.ng, customer traffic co.ngestion, . inadequ-. 
ate product and plant display area, inadequate storage space, etc. The 
nursery operator should appraise his present and future needs, taking 
into account expected growt~ of the establtshment and problems with 
which he may be.confronted. This appraisal will allow tbe business to 
make changes and expand in an orderly and workable manner. Consulting 
with plann~rs and others in th~ industry may provide answers to problems 
of design and l~yout. · 
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Plant and product display areas should.be flexible to allow for 
seasonal changes in customer viewing of the merchandise. Displays 
should be relatively simple, timely, _easily seen, and when needed prop-
erly Hghted. The' old a~age, 11 ! see, I buy" has a meani,ngful message 
for- retailers_ Qf m,1rsery stock .. 
In addition to displays, clean facilities -and, grounds are very im- _ 
portant to the,succ(;lssful landsca.pe nursery operation., Plant beds and 
containers should be kept free of weeds and:trash. Walk·ways should be 
either, gravel or hard surface· and should be kept clean at .. all times. 
Landscape·plantings on the premises should-be well designed and main-
tained·througbout,the year. This will provide customers.with good im-
pressions and will serve as an excel.lent: method of advertising. 
Since most customers live within ten mile~ of ihe establishment 
where they trade, it is mandatory that a . .retail nurseryman be aware of 
the necessity for locating close to.large population c~nters, especially 
with reference.to residel}tial districts and with familie~ of high in-
comes. An easily _accessible·retail location:is normally desired al-
though. a less. desirable out-of-the-way. location can be offset with a 
higher level of advertising and merchandising. Being close to a well-
traveled highway or-within sight of a highway and having adequate space 
for parki,ng a,nd displays. is a distinct advant_age .J 
The Horticultural Research Institute (U) states _that_PMore busi-
ness orientation is_ needed on man,agement and marketi_ng aspects. Labor 
efficiency, credit, inventory, adequate records for analysing the busi-
ness; cost control, personnel management; location, .. expansion, display, 
meeting competition, pricing, accc;mnts receivable, sales analysis--
these and many otber,b~siness features can be handled better by the 
manager who has general busii:iess training." 
CHAPTER VI 
SUMMARY 
The objectives of this study were to provide a clarification and 
analysis of.: (1) the nature of landscape. nurs~ry operatiorrs· in 
Oklahoma; (2) business man.agement practices followed by Oklahoma. nursery 
operators; and (3) special problems of Oklahoma landscape nursery 
operations which might·be more.intensively studied in,the future. 
Various sources of literature conc~rrH:tig the nursery industry were 
studied .. Most. numerous were. those relati.ng to cqnsuiµer preferences and 
demands. 
A questionnaire was developed and personal interviews were con-
ducted with 12 selected landscape nursery operators. Due to the nature 
and completeness of their.response ten were used in the study. 
Questions dealt.with such.items as services offered, employment, 
gross and net incqme, markup, delivery practices, cash and credit sales, 
business hours, re':ord keepi.ng, ,. population, wages. paid, .age of the busi-
ness, customer information used, major problems encountered, advertising 
expenses, and personnel training programs. 
The replie~. given by the musery operators indicated a wide range 
of variation in many of the areas listed above. 
The- areas which differed most widely included. net and_ gross income, 
capital investment, wages paid, markup, adv~rtising~ business hours, 
and the amount of labor employed; 
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A typical or average retail business represented by the landscape 
nurserymen in this survey woul.d likely ·possess the followi_ng charact-
istics: 
(1) Landscape planni.ng and installation would. encompass 41. 8 per-
cent of tl:,1.e business, retail nursery and garden center sales would make 
up 39.5 percent, landscape maintenance would.represent 10.2 percent and 
landscape. construction would account. for 7. 0 percent of the business 
while 1.5 percent was either wholesale sales or damage estimate charges. 
(2) The business would have 5 or 6 full-time employees. These 
would spend 55.7 percent of their time on landscape operations and 44.3 
percent on retail nursery and_. gard(;)n center sales. 
(3) The business would hire 3,055 hours of extra help at an hourly 
wage rate of $1.38. 
(4) The annual gross income of the business would be $78,000. 
Landscape operations would make up 58.6 percent of this income and 
retail nursery and_garden center sales would account for 40.9 percent. 
while 0.5 percent was classified as preparing damage estimate. 
(5) The annua_l net income from the business would be $10, 300. 
Landscape operations would make up 63,5 percent of the net income and 
retail nurseryand garden center sales would be rE:lsponsible for 35.5 
percent with 1.0 percent coming from wholesale sales and damage esti-. 
mates. 
(6) The business would provide landscape plans by trained 
designers. 
(7) There would.be no charge for landscape plans when plant 
materials were purchased from the business. 
(8) Reta_il nurse:r;y stock would _have. a 160 percent markup. 
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(9) The business would have a free delivery service when purchases 
were adequate and distances reasonable. 
(10) Cash business would be 46.5 percent with credit accounting 
for the remainder. 
(11) The owner would keep his own books and hire a part-time 
accountant for income tax purposes. 
(12) The owner.would have,been in business 14 years and have over 
$53,000 invested, plus the value of the land. 
(13) The business would use bed markers to identify plants with few 
additional customer information forms other than verbal communication. 
(14) The major problems of the business would be lack of trained. 
personnel, poor facility des.ign, and seasonality of business-. 
(15) The owner would spend $1,950 annually for advertising. Sixty-
one percent of this would.be spent for newspaper advertising. 
(16) The business would have "on the job" training for. employees. 
(17) The business would be open a total of 58.9 hours per week. 
The characteristics mentioned above are not meant.to be suggested 
for each landscape nurseryoperation, but rather to represept averages 
compiled from the data given in Chapter IV. 
The layout on the following page is a suggested design for a land-
scape nursery operation. It is an attempt to emphasize the importance 
and potential value of. planni.ng and design layout with respect to land-
scape ·nursery operations .. Circulation, .customer convenience, esthetics 
and feasibility should be utmost in the. planners mind. 
Walks should be.adequate both.in width and in.number; They should 
be hard surfaced, either with concrete or asphaltic material. In more. 
remote areas,.where less selling takes place, gravel walks may be used. 
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SUGGESTED DESIGN FOR A LANDSCAPE NURSERY 
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Referri_ng to the plan, walks in the plant display area, the shrub 
area, and.the lanqscape display area should be hard surface; Gravel 
walks could suffice in the specimen plant and overflow area. Traffic 
circulation from onearea.to another is accomplished by adj9ining walks. 
Rolli_ng carts may be used to transport. plant items to customer auto-
mobiles. If items purchased are large, the access drives-may be used to 
facilitate loadi.ng of materials. Specimen plant and. tree purc}:>.ases, 
could be more easily loaded and.delivered by utilizing the access drives 
where.equipment might be used. 
The·plant display .area on the suggested design utilizes raised beds 
18 inches in height. This was done'to place plant·ma1;erials c~oser to 
the customer's view to enable him tq make more selections more easily. 
All other beds in the layout would remain at ground level. The plant 
display area and-the shrub area should be.covered with lath to provide. 
partial shade. 
The landscape display areas are.useful to _illu~trate how plant 
materials,. garden figures, stepping stones, and other landscape· acces-
sories might be used by the customer; One area might in a given season 
illustrate·a,patio setting while the-other might-display a potential 
entrance planti_ng. These areas might also be used to display seasonal· 
bedding plants or unusual.and exotic plants .. 
Another important aspect of any retail business is supplying ade- .. 
quate customer parki_ng and back-out area .. Nine'l;een.parki_ng spaces have 
been provided on the suggested des_ign. In addition to customer parki_ng, 
three employee.parking spaces were ·provided. 
A fence has been used to inclose all of the plant:material for the 
purpose of protection from los~, and to provide wind protec't;:ion. Gates 
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could remain open duri_ng business hours·. to insure. freedom of movement to 
customers. The fence inclosi_ng the specimen tree area was des_igned to 
be. constructed as removable sections thus maki_ng the movement and · load"'-
ing of larger trees much easier. 
The breezeway area between the_ ,garden center and the plant display 
area is covered with the fibe_rglass to protect fertilizers, peat moss, 
and.other hard items which might.be displayed there. Restrooms have· 
been centrally located at the north end of the breezeway for customer. 
convenience; . 
Glass aff9rds a clear view of .the plant display area from the. gar-
den center .. Customers seeking only garden center items might be.in-
duced to purchase plant items if they were attractive _and in direct 
view. 
The garden center buildipg would also house a.n office. This would 
provide a place where conferences might be held wi.th clients in comfo.rt-
able and pleasant surroundings. A design room has been conveniently 
located near the office to provide ample space for preparation of·land-
scape plans. A large _storage room will provide space for currently 
used equipment and supplies. More storage and equipment space.is 
located at t~e back·of the lot. 
Though not shown in detail on the plan, the landscaping of the 
premises should.be well designed; attractive, and easily ma,intained to 
provide a desirable.first and lasting impression for customers. 
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OKLAHOMA STATE UNIVERSITY 
Department of Horticulture 





This letter is to intr:oduc;e to you, .Mr. Eddie Pledger, a 
graduate student in the Department of Horticulture at ·Oklahoma State 
University. He is majoring in landscape design and has·undertaken a 
study of landscape nursery operations for his thesis problem. We 
have secured the approval of .the State Nurserymen's Association and 
will be happy to make the results available to those that participate. 
None of the ftrms will be identified and all information gathered 
will be used collectively, rath~r than separately. 
Your cooperation in the resea:i;ch project is apprec~ated; 
JSO/ea 
Sincerely, 
W. R; Kays, Head 
Department of.Horticulture .. 
J. Steve Ownby, 
Advisci'r and Instructor 
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CONFIDENTIAL QUESTIONNAIRE FOR LANDSCAPE NURSERY OPERATIONS -
1. What -services does your business encompass? Please note approximate 
percent_age for each. 
a. Landscape ·planning 9.: -0 
b. Landscape installation .% 
c. Landscape maintenance % 
d. Landscape construction - % 
e. Retail ·nursery sales 9.: .o 
f. Garden.center sales % 
g. Others (specify) 9.: 0. 
2. How many full-time per$onnel does your business employ?_ For 








% -------% ---------% -------% 
% --------% --------% -------
3. What do you estimate your_ total amount of extra hired help (in man 
hours) used to coyer peak work periods (selli_ng, maintenance, 
installation, etc.) to be?-
a. What is the ,estim_ated wage rate per hour for tl:iis extra help? 
4. What do you estimate your gross income from your business in 1967 to 
be? - Estimate percent_age · attributab1e to the services 
5. 
listed in No.· 1 above, 
a. % .. 
b. ---'--------% 
C,. --------% 




What do you estimate your net income from your b~siness in 1967 to 
be? Estimate_percentage·attributable to the services 








% _;;"----------% -------. % -------. % --------% --------% --------%. 
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6. Do you propagate or grow any plant material to be sold in your 
retail business? Yes No ---
a. If so, what .. ·percent.age of .total sales? % 
7. Do you employ a landscape des.igner? Yes No 
a. If so; what is the .. wage rate? $' per ( ) hour. ( ) day 
( j week ( ) month ( ) percent.age basis @ % of retail 
sales. 
8. -Does your business provide for the ,drawi.ng of landscape plans? 
Yes No -------
a. If so, is there. a ch~rge for tl).is service .if the plant materials 
are purchased from you? Yes No If purchased else-
where? Yes No What is· the. ,general charge range? 
9. What do you estimate your percentage markup* to be on.landscape 
retail nursery stock? % *·Example: _ If you buy a plant· for 
$1 and sell it for $;2, this would be a 100% markup. 
10 .. What do yot,1 estimate your tott:!,1 capital.* investment in your business · 
to be? *This' includes plants; buildi,ngs) vehicles' ' 
tools, .etc. (Excluq.e land - too variable) 
11. Do you h,~ve a.delivery.service? Yes No 
a. Approximate maximum distance?, miles 




If so, how much?. --- ---
12 .. What percentage of your .business do you estimate to be cash? % 
credit? · % 
a. What credit terms do you offer? 
13, What is the total numper of hours·that your business is open.each 
week? 
14. What method (s) of recor4 keepi.ng ,do you use?. 
a. Keep your own books? Yes No ---
b .. · Em!)loy .a bookkeeper?. Yes No __ _ 
c. Employ an accountant? Yes No ---If so, full-time?, Part-ti.me? 
15 .. What. is the. approximate- population of your city .or town? 
16. What is the approximate population of your trade.area? 
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17. How lo.ng have you been in business? ------
18. What types of customer information do you use? Please check: 
a. Bed markers 
b. Plant packets 
c. Landscape panels 
d. Landscape displays 
e. Other (specify) 
Do you consider these effective for better customer relations? 
Yes No Increased sales?. Yes No -----
19. · Could you utilize customer information ideas (Landscape panels, 
Markers, etc.) for better customer·relations? Yes No -----
20. What are some of the major problems which you encounter? For. 
example: 
a. Lack of train.ed personnel. 
b. Poor customer relations 
c, Poor facility design (grounds, beds, etc.) 
d. Seasonality.of enterprise 
e. Nursery stock losses 
f. Nursery stock quality 
g. Conipeti tion (chain, supermarket, . etc.) 
h. Other (specify) 
21. What .do you estimate your yearly expense for advertisi.ng to be? 
$ __ _ 
a. What percentage is spent for each of the followi.ng? 
1. Newspaper % 
2. Radio % 
3. Direct mail !!: . 0 
4. Television % 
s. Other (specify) .% 
22. Do :you think a promotional program.which offers f:ree information 
and advice would.change the consumer attitudes·toward,landscaping?. 
Yes No · 
23. · Do you have a.training program for employees? Yes No ____ _ 
24. Were your· faci 1i ties and grounds des.igned for you:r specific type of 
buiiness? Yes No· -----
25. Would design layout plans or ideas help you plan expansion or 
redes.ign ·of your f aci 1i ties and grounds? Yes No -----
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26. What do you think of landscape displays such as corner plantings, 
entrance plantings, courtyard plantings,; etc. for increasing · 
customer unders't1:1,ndi.ng of uses, beauty, . and importance of '1andscap-
i,ng? ------------------------------
27. Do you think aestheti_cally pleasing ground~ and bed des.ign would 
help plant sales? Yes No · · 
28. Do you feel that offeringthe use of your grounds or sales yard as 
a study ar.e1;1. for commu:ni ty o.rganizations ·would be ·worthwhile • 
financially as. well as providing a public service? Yes 
No . ---
29. Plec!lse include any comments or suggestions which you.may have. 
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